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Aaker, David A., and Douglas M. Stayman. Measuring 
Audience Perceptions of Commercials and Relating Them to 
Ad Impact. No. 4, pp. 7-17. 

This study explores a broad set of items and dimen- 
sions and their links to ad effectiveness in order to 
address several key questions about developing 
and using measures of audience perceptions. It 
concludes that the search for the ultimate model or 
diagnostic test based upon perceptual factors is 
likely to be futile. 

Aburatani, Jun. Psychological Analysis of Ordinary People 
and the Structure of Interviews. No. 2, pp. 47-52. 

This report elaborates on the idea that the essence 
of the market research interview lies in viewing the 
respondents with as much empathy as possible 
while regarding their answers with the mind of a 
critic. It describes the collection of data and the uti- 
lization of advertising agencies; product packaging; 
radio, television, newspaper, and magazine adver- 
tising, and other forms of advertising in Japan. 

Akaah, Ishmael P. See Cannon, Williams, and Akaah. 

Appel, Valentine. See Schreiber and Appel. 

Bailey, Robert. Key Trends in Package Goods Marketing Re- 
search That Are Reshaping the Research Industry. No. 5, 
RC-3-6. 

This article outlines the author's view of recent and 
future changes in market research, focusing heavily 
on the consumer package-goods companies. He 
discusses the three major advances of the eighties 
and several key trends expected to continue 
through at least the early nineties. After describing 
what he thinks should happen in the nineties and 
the future prospects for advertising agencies, re- 
search supplier companies, and corporations, he 
concludes that in almost every company, market re- 
search is underutilized. 

Baldinger, Allan L. Defining and Applying the Brand Equity 
Concept: Why the Researcher Should Care. No. 3, RC-2-5. 

This paper examines four major trends from outside 
the traditional world of marketing research that are 
propelling interest in brand equity measurement: 
(1) brand dominance; (2) the new products to 
brand-extension shift; (3) new learning on the ad- 
vertising and promotion mix, and; (4) the merging 
of financial and marketing needs and principles. 

Baron, Roger B. Using the Profile-Distance Method to Select 
Unmeasured Magazine Prototypes. No. 6, 11-18. 

This article’s objective is to find the single magazine 
or group of magazines that most closely matches 
the demographic profile of an unmeasured maga- 
zine’s subscriber study. It demonstrates that the 
profile-distance method allows media planners, for 
the first time, to make an informed judgment about 


which magazine or group of magazines is the best 
prototype of an unmeasured publication. 

Bartram, Peter. The Challenge for Research Internationally in 
the Decade of the 1990s. No. 6, RC-3-6. 

Bartram discusses the marketing research industry 
and its growth prospects for the nineties. He refers 
to developments in the eighties, includes a global 
perspective, and elaborates on technique and the 
challenges America faces in the international arena 
in the future. 

Becker, Boris W. See Kaldenberg and Becker. 

Bellizzi, Joseph A. See Hite, Fraser, and Bellizzi. 

Biel, Alexander L., and Carol A. Bridgwater. Attributes of 
Likable Television Commercials. No. 3, pp. 38-44. 

This article asks what makes a commercial likable 
and presents an analysis of the results of a modified 
version of a standardized mail survey which mea- 
sures consumer reaction to on-air commercials. It 
concludes that people like commercials they feel are 
relevant and worth remembering and that liking is a 
function of product category. 

Blackston, Max. Price Trade-Offs As a Measure of Brand 
Value. No. 4, RC-3-6. 

This article describes the use of brand/price trade- 
off methodology as a way of evaluating advertising 
effectiveness. It concludes that price trade-offs as a 
method satisfies both theoretical and practical re- 
quirements. 

Bodenberg, Thomas, M., and Mary Lou Roberts. Inte- 
grating Marketing into the Direct-Marketing Testing Pro- 
cess: The Market Research Test. No. 5, pp. 50-60. 

The technique in this paper combines marketing re- 
search concept testing with the basic in-mail testing 
approach of direct marketing. It concludes that both 
direct and general marketers can use this technique 
to speed products to market, to better target 
products, and to minimize the likelihood of expen- 
sive new-product failures. 

Bogart, Leo. Advertising in 2020: How Perfect a Vision? No. 
1, pp. 44-46. 

The author talks about three ongoing trends in mar- 
keting that make it inevitable that the collection of 
data will continue to escalate. He believes big ad- 
vertising bureaucracies that rely on meaningless 
statistics and formulas are inevitably forced to 
change by aggressive new comers. 

Bridgwater, Carol A. See Biel and Bridgwater. 

Cameron, Patricia A. See Morgan and Cameron. 

Campbell, Leland. See Weinberger and Campbell. 

Cannon, Hugh M., and Amir Rashid. When Do Demo- 
graphics Help in Media Planning? No. 6, pp. 20-26. 

This article proposes a method to determine when 
simple demographic indirect matching can be used. 
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This article proposes a method to determine when 
simple demographic indirect matching can be used. 


60 Journal of ADVERTISING RESEARCH—FEBRUARY/MARCH 1991 


4 
q 
k 
q 
4 
| 
| | 


It recommends that future research efforts focus on 
developing economical methods for matching 
media to markets when the simple demographic in- 
direct-matching approach does not appear to be ap- 
propriate. 


Cannon, Hugh M.; David L. Williams; and Ishmael P. 
Akaah. A Technique for Increasing the Reliability of Syndi- 
cated Product-Media Research. No. 3, pp. 31-37. 


This paper suggests an alternative to increasing 
sample size as a means for improving reliability. It 
explains how a statistical procedure called empirical 
Bayes (eB) estimation can often be used to increase 
the reliability of sample estimates. 


Cassel, Sheila. See Klassen, Wauer, and Cassel. 
Chiagouris, Larry. Advertising Decision-Making in the Year 
2020. No. 1, pp. 42-43. 


Research (and researchers) will need to be more di- 
rect and efficient in bringing research data to bear 
on advertising issues. Although thorough analysis 
may still be important, crisp and prompt presenta- 
tion of research will likely be the order of the day. 
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based Model for Selecting Advertising Messages. No. 4, 

32-38. 
This article proposes a decision model composed of 
a series of questions designed to provide manage- 
ment with an evaluation of the compatibility be- 
tween alternative commercial messages and the po- 
sitioning statement of the brand. It concludes that 
the decision model allows managers to distinguish 
among these message types in an organized 
manner, allowing for the selection of the message 
type which best fits the positioning statement for 
the brand. 

Deckinger, Larry. See Cook et al. 

Delener, Nejdet, and James P. Neelankavil. Informational 
Sources and Media Usage: A Comparison between Asian 
and Hispanic Subcultures. No. 3, pp. 45-52. 

This article attempts to study and contrast unique 
market behavior of Hispanics and Asians in the 
U.S., particularly their media preferences and 
media usage patterns. The authors conclude that 
both Asians and Hispanics exhibit clear-cut and 


Clancy, Kevin J. The Coming Revolution in Advertising: Ten 
Developments Which Will Separate Winners from Losers. 
No. 1, pp. 47-52. 


unique media preferences and that marketers 
should treat them as two distinct groups. 


The author discusses 10 trends which will radically 
transform the advertising industry over the next 30 
years. He advises advertisers, agencies, and con- 
sulting firms to keep abreast of these develop- 
ments, capitalize on new discoveries, and stake out 
this frontier as their own in order to be “excep- 
tional.” In addition, he advises marketers and re- 
searchers to be aware of these trends and play a 
leading role in their development and implementa- 
tion. 


Cook, William A. Plenty Amidst Scarcity. Np. 1, pp. 
36-38. 


The author predicts that in the year 2020 business 
conferences will be conducted via “holovision”’; 
“3-D holovision stages” will be prevalent in most 
homes; electronic magazines will replace paper 
ones; and there will be a greater use of advertorials. 


Dittus, Edward C., and Marty Kopp. Advertising Account- 
ability in the 1990s: Moving from Guesswork and Gut 
Feelings. No. 6, RC-7-12. 

This article discusses an analysis of almost three 
years of weekly marketing and media data for a 
Kraft/General Foods product—the purpose of 
which was to provide KGF with information that 
would aid them in the development of media plan- 
ning principles that would be based on profit. The 
analysis points out the value of ongoing dialogue 
between consumer researchers at manufacturers 
and agency media personnel. 

Draper, Peter. See Kobayashi and Draper. 

Dunn, Ted. See Cook et al. 

Ehrenberg, Andrew S. C. See Uncles and Ehrenberg. 

Fabian, George. See Cook et al. 

Farquhar, Peter H. Managing Brand Equity. No. 4, 
RC-7-12. 


Cook, William A. (Moderator) et al. Roundtable Discussion: 
A Creative Exploration of the Future. (Participants from 
the 1989 Chairmen’s Council of the Advertising 
Rearch Foundation: Larry Deckinger, Ted Dunn, 
George Fabian, Jack Henry, Gale Metzger, and Bill 
Rubens). No. 1, pp. 11-24. 

Participants from the 1989 Chairmen’s Council of 
the ARF discuss whether global marketing will re- 


This article presents various perspectives on 
brands. It deals with building and sustaining strong 
brands and leveraging a brand to expand a busi- 
ness. It concludes that brand equity is managed in 
three distinct stages: introduction, elaboration, and 
fortification. (Reprinted from Marketing Research: A 
Magazine of Management and Applications 1, 3 
(1989):24—33. 


Crask, Melvin R., and Henry A. Laskey. A Positioning- 


main an important trend over the next 30 years and 
whether single-source data should continue to be 
utilized. They also discuss the areas of research spe- 
cialization and methodology that may develop over 
the next 30 years. 


Fraser, Cynthia. See Hite, Fraser, and Bellizzi. 

Fujitake, Kikuharu. The Transition and Future of Marketing 
Research: A Changing Industrial and Social Structure. No. 
2, pp. 58-67. 

This study deals with Japan’s macro-environmental 

changes in industrial and consumer structures; soft- 
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ware-oriented trends and diversification of market 
needs; internationalization and mature industries; 
modern technology; information-oriented busi- 
nesses; and social changes. It also describes future 
trends and developments in marketing research. 

Gupta, Yash P. See Somers, Gupta, and Herriott. 

Henry, Jack. See Cook et al. 

Hernandez, Sigfredo A. See Kaufman and Hernandez. 

Herriott, Scott R. See Somers, Gupta, and Herriott. 

Hirschman, Elizabeth C. Point of View: Sacred, Secular, and 
Mediating Consumption Imagery in Television Commer- 
cials. No. 6, 38-43. 

This article describes and analyzes 12 commercials 
in regard to their sacred, secular, or mediating con- 
sumption imagery. It concludes that advertisers 
who work with these meanings in ways appropriate 
to their cultural symbolic usage will communicate 
more effectively and provide constructive insights 
into product positioning. 

Hite, Robert E.; Cynthia Fraser; and Joseph A. Bellizzi. 
Professional Service Advertising: The Effects of Price Inclu- 
sion, Justification, and Level of Risk. No. 4, pp. 23-31. 

This article asks whether price advertising by pro- 
fessionals helps or harms the public’s perception of 
the quality of their services. The impacts of alterna- 
tive forms of advertising for lower- and higher-risk 
services are examined for the legal and medical pro- 
fessions. The results of this study suggest that pro- 
fessionals who choose to advertise should select 
lower-risk services as the foci of advertisements. 

Hollis, Nigel S. Separating Advertising from Promotional Ef- 
fects with Econometric Modeling. No. 3, pp. RC-6-12. 

This paper aims to show that advertising and pro- 
motional effects can be separated by econometric 
modeling and that tracking measures not only pro- 
vide a valid predictor of sales effectiveness but also 
can provide a useful input to econometric sales 
modeling itself. 

Hooley, Graham J. See Lynch and Hooley. 

Hoyer, Wayne D. See Jacoby and Hoyer. 

Jacoby, Jacob, and Wayne D. Hoyer. The Miscomprehen- 
sion of Mass-Media Advertising Claims: A Re-Analysis of 
Benchmark Data. No. 3, pp. 9-16. 

This study seeks to find the average level of mis- 
comprehension associated with single meanings (or 
claims) by reanalyzing data from a television study 
and a print investigation. It concludes that the im- 
perfect nature of mass-media communication will 
always lead to some level of miscomprehension. 

Kaldenberg, Dennis O., and Boris W. Becker. Research on 
Attitudes of Professionals toward Advertising: A Method- 
ological Caveat. No. 3, pp. 17-23. 

This paper identifies a number of surveys on pro- 
fessionals that have been reported in the literature 
and questions whether the sampling frame was ap- 
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propriate to the population under study. It also 
presents the results of an empirical study that ex- 
amines the extent to which two commonly used 
sampling frames actually represent the professional 
population. 

Katori, Kazuaki. Recent Developments and Future Trends in 
Marketing Research in Japan Using New Electronic Media. 
No. 2, pp. 53-57. 

This article describes changes in the marketing re- 
search environment, marketing research systems 
using facsimile machines, and marketing research 
using videotex in Japan. 

Kaufman, Carol J., and Sigfredo A. Hernandez. Barriers 
to Coupon Use: A View from the Bodega. No. 5, pp. 
18-25. 

This study identifies differences in Hispanic and 
Anglo retailers’ perceptions regarding their deci- 
sions not to use cents-off coupons. It concludes that 
there is a need for manufacturers to critically ex- 
amine the coupon distribution system that serves 
the Hispanic market. 

Killion, Kevin C. Media Models: Questions Needing Answers 
for Researchers Needing Questions. No. 5, RC-7-8. 

This article identifies some research challenges that 
the author would like to see tackled. They include a 
challenge to find a method of correcting the consis- 
tent directional bias in predicting higher level reach 
in the beta binomial distribution model. 

Klassen, Michael L.; Suzanne M. Wauer; and Sheila 
Cassel. Increases in Health and Weight Loss Claims in Food 
Advertising in the Eighties. No. 6, pp. 32-37. 

This study explores whether or not the proportion 
of health and weight-loss claims in food print ad- 
vertisements has changed over the last three de- 
cades. The results suggest a trend in the eighties 
toward increased use of health and weight-loss 
claims by food manufacturers in their advertise- 
ments in women’s magazines. 

Kobayashi, Kazuo, and Peter Draper. Reviews of Market 
Research in Japan. No. 2, pp. 13-18. 

This article describes Japan’s data-collection 
methods and its largest customers for survey re- 
search. The results of a Japan Marketing Associa- 
tion mail survey conducted in Japan in July 1988 are 
given. The objectives of the survey were to clarify 
the current usage of marketing research by respon- 
dent companies and to determine the attitudes to- 
ward research in general and research usage. 

Koseki, Kelichi. Marketing Strategies As Adopted by Ajino- 
moto in Southeast Asia. No. 2, pp. 31-34. 

This article describes the strategies for marketing 
monosodium glutamate (or AJI-NO-MOTO) world- 
wide. 

Kuga, Masashi. Kao’s Marketing Strategy and Marketing In- 
telligence System. No. 2, pp. 20-25. 
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The author describes the marketing strategies of the 
Kao Corporation in Tokyo, Japan, in regard to 
product, price, advertising, sales, and distribution. 
Laskey, Henry A. See Crask and Laskey. 

Light, Larry. Point of View: Advertising and the Law of Dom- 
inance. No. 4, pp. 49-52. 

Light points out in this Point of View article that the 
lesson of the Law of Dominance, be it small market or 
large market, is the same—leaders thrive, followers 
struggle to survive. 

Light, Larry. The Changing Advertising World. No. 1, pp. 
30-35. 

Among consumer developments influencing adver- 
tising worldwide are: the aging population and its 
greater per capita discretionary income and its 
greater level of sophistication. 

Lynch, James E., and Graham J. Hooley. Increasing So- 
phistication in Advertising Budget Setting. No. 1, pp. 
67-75. 

Advertising budget-setting techniques can be use- 
fully classified as either primarily judgment-ori- 
ented or primarily data-oriented. This article seeks 
to explore the increasing sophistication hypothesis 
by drawing upon the data relating to advertising 
budgeting which emerged from a recent large-scale 
empirical survey of U.K. marketing practices 
(Lynch, Hooley, and Shepherd, 1988). 

Massey, Tom K., Jr. See Rhea and Massey. 

Metzger, Gale. See Cook et al. 

Moran, William T. Brand Presence and the Perceptual Frame. 
No. 5, pp. 9-16. 

Moran proposes that there are two fundamental 
forces which can produce changes in sales: (1) a 
change in perceived value and (2) a change in pres- 
ence. He concludes that allocating marketing 
sources optimally across the spectrum of marketing 
communications instruments requires quantifying 
how much each can contribute to the value pro- 
cesses— perceived utilities and perceived price— 
and the presence processes— physical and mental. 

Morgan, Anthony I., and Patricia A. Cameron. How Will 
Decisions Be Made in 2020? No. 1, pp. 39-41. 

The authors say that in the year 2020 advertisers 
will have more choices and more information to 
help them make decisions but that advertising de- 
velopment will continue to be as much an art as a 
science. They say that this will be because the best 
information must still be synthesized and the best 
strategies must still be delivered in a way that a 
time-constrained, overstimulated consumer is 
willing to accept and act upon. 

McQueen, Josh. The Different Ways Ads Work. No. 4, 
RC-13-16. 

The author describes Leo Burnett’s Buying Ty- 

pology and various kinds of advertising that appar- 

ently affect it in various ways. 
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Neelankavil, James P. See Delener and Neelankavil. 
Nishikawa, Tohru. New Product Development: Japanese 
Consumer Tastes in the Area of Electronics and Home Appli- 
ances. No. 2, pp. 27-30. 
The marketing philosophy of Japanese enterprises 
in the high-tech field is to combine technology with 
the traditional Japanese lifestyle and culture. Three 
examples of product design are described: the Japa- 
nese-language word processor; Japanese washing 
machines; and the Japanese electrical foot-warmer 
(kotatsu). 

Nishina, Sadafumi. Japanese Consumers: Introducing For- 
eign Products/Brands into the Japanese Market. No. 2, pp. 
35-45. 

This report presents the results of research on: for- 
eign products in regard to the attitude of Japanese 
consumers toward foreign countries and products; 
the Japanese consumer sector that prefers foreign 
products; the image positioning of foreign brands; 
and the expressions used in advertising foreign 
products in Japan. 

Plummer, Joseph T. Outliving the Myths. No. 1, pp. 
26-28. 

Plummer feels that advertising researchers need to 
be concerned in the 1990s with attacking and ettec- 
tively coping with two myths that emerged in the 
late 1970s and which gained broad acceptance in the 
1980s: the Product Life Cycle Myth and the Com- 
modity Categories Myth. Instead, he suggests, we 
need to believe in a Brand Profitability Cycle. 

Prince, Melvin. How Consistent Is the Information in Posi- 
tioning Studies? No. 3, pp. 25-30. 

This study presents a methodology for empirically 
testing the consistency of perpetual mapping. It 
demonstrates that factor comparison can be valu- 
able in estimating the consistency of information in 
positioning studies. 

Ramond, Charlie. See Cook et al. 

Rashid, Amir. See Cannon and Rashid. 

Rhea, Marti J., and Tom K. Massey, Jr. Human Resource 
Issues in the Sales Promotion Industry. No. 5, pp. 26-34. 

This paper reports the findings of two surveys on 
sales promotion educational and employment 
issues, one administered to corporate users of sales 
promotion and the other to promotion agencies. It 
concludes that universities should make a greater 
commitment to sales promotion education and that 
industry professionals need to be strong partici- 
pants in the process. 

Roberts, Mary Lou. See Bodenberg and Roberts. 

Rubens, Bill. See Cook et al. 

Schofield, Albert. The Role of Account Planning in the Di- 
rect-Marketing Agency. No. 5, pp. 61-66. 

This analysis of a survey of direct-marketing 

agencies in the United Kingdom regarding their ac- 

count planning concludes that the major factor 
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holding back the adoption of account planning by 
more U.K. direct-marketing agencies seems to be 
that testing and account planning are seen as com- 
petitive. 

Schreiber, Robert J., and Valentine Appel. Advertising 
Evaluation Using Surrogate Measures for Sales. No. 6, 
27-31. 

This paper makes explicit some of the assumptions 
underlying the use of nonsales criteria in evaluating 
the relative effectiveness of different media ve- 
hicles. It concludes that the use of surrogate mea- 
sures instead of sales measures is hazardous. 

Shapiro, Arthur. Advertising versus Promotion: Which Is 
Which? No. 3, RC-13-16. 

This article discusses the nature and content of the 
debate on advertising versus promotion. It also 
takes a close look at the external factors that have 
contributed to this situation, what has caused it, 
and offers some ideas for the future. 

Stayman, Douglas M. See Aaker and Stayman. 

Somers, Toni M.; Yash P. Gupta; and Scott R. Herriott. 
Analysis of Cooperative Advertising Expenditures: A 
Transfer-Function-Modeling Approach. No. 5, pp. 35-49. 

This paper uses the Box-Jenkins transfer-function- 
modeling technique (Box and Jenkins, 1976) to esti- 
mate the quantitative interrelationship between cor- 
porate and retail advertising expenditures for a 
large furniture manufacturer. It also reports the re- 
lationship between Corporate Advertising Expendi- 
ture and Dealer Advertising Expenditure under a 
cooperative-advertisement arrangement offered by 
a large furniture manufacturer. 

Soni, Praveen K. See Woodside and Soni. 

Uncles, Mark D., and Andrew S. C. Ehrenberg. Brand 
Choice among Older Consumers. No. 4, pp. 19-22. 

This article examines the number of different 
brands bought by older and younger U.S. house- 
holds for a variety of packaged grocery products 
and the overall rates at which the two age groups 
buy the products—“older” defined as the “house- 
wife” being 55 or older, with “younger” as 54 or 
under. It concludes that advertising is needed to re- 


inforce past purchasing just as much to reach older 
consumers as any other mass market. 
Vanden Bergh, Bruce G. The Recurring Kase of the Special 
K. No. 6, RC-9-12. 
This article seeks to answer the question of why the 
letter K occurs with more frequency as the initial 
letter in top brand names than it does as a first letter 
in the English language in general. 
Wauer, Suzanne M. See Klassen, Wauer, and Cassel. 
Weinberger, Marc G., and Leland Campbell. The Use and 
Impact of Humor in Radio Advertising. No. 6, pp. 44--52. 
This study investigates the use and effectiveness of 
humor in radio advertising using the proprietary 
files of a major radio advertising research firm. It 
emphasizes the importance of looking carefully at 
product types when making statements about the 
frequency and effectiveness of humor usage. 
Williams, David L. See Cannon, Williams, and Akaah. 
Woodside, Arch G., and Praveen K. Soni. Performance 
Analysis of Advertising in Competing Media Vehicles. No. 
1, pp. 53-66. 
In this article, the use of multiple indicators of per- 
formance for comparing competing media vehicles 
is recommended and illustrated. They include pros- 
pect generation measures (such as cost per inquiry), 
conversion of prospects into customers, revenue 
per prospect and per customer, net profits, and 
prospects’ intentions. The analysis is demonstrated 
by reporting a field study on the advertising effec- 
tiveness of competing media vehicles. 
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